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The essay will be comparing the marketing methods applied by the two multinational hotel brands- Six Senses Hotel and Holiday Inn Hotel. Six Senses is known as a luxury hotel brand offers service to high end customers where on the other hand Holiday Inn mid-range hospitality service providers operating in 100 countries and more than 6000 destinations (IHG Hotels and Resorts, 2022). These two multinational hotel brands serves two different market segment. Six Senses hotel is well known for luxury hospitality experience to its customers from higher social class where on the other hand, Holiday Inn hotel is well known for its affordable hospitality service mainly targets the middle income and regular business clients. The comparison of these two brands will be taken into place considering their market approach, and through discussing their segmentation targeting, positioning and marketing communications.
Situational analysis using SWOT analysis of Six Senses and Holiday Inn can help to understand and compare the current position of these two brands in terms of their marketing operation. Here the SWOT analysis of two brands are conducted below along with compression-
Strengths: Six Senses offers unique and sustainable hospitality experience to its high end customers where on the other hand, it can find that Holiday Inn targets the mid-class customers and offers accordable price to access their hospitality service. In terms of Six Senses, it can find that this brand has limited number of properties all over the world and it becomes easy for them to manage those properties where their marketing and promotion fits to their properties. In contrast, the Holiday Inn has more than 6,000 properties all over the world and even there are multiple properties in same destination to allow its customers a wide range of option (InterContinental Hotels Group, 2022). Along with that, it can mention that Holiday Inn is a well-established brand with high brand awareness. 
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Figure 1: From the customers’ engagement on online platforms of the two brands (Simmilarweb, 2023b)
It can address form figure 1 that Holiday Inn has a greater reach to customers compared to Six Senses. 
Weaknesses: Premium pricing of Six Senses limits this brand to be available in wider locations where on the other hand, Holiday Inn has over thousands of properties all over the world containing different types of facilities where customised marketing strategies requires significant amount of investments as well as different pricing strategies that can confuse customers. Six Senses is a comparatively new brand that has less reach to the audiences where Holiday Inn is a well-established brand. In contrast, it can find that due to high number of properties in similar destinations, it becomes contradictory for the management to develop marketing strategies in Holiday Inn. Compared to this area, it can address that Six Senses has limited number of properties that follows similar strategies. On the other hand, in terms of Holiday Inn, it can find that in many cases the Holiday Inn properties in same destination target the same customer segment where they have to share their profitability and compromise in their competitiveness.    
Opportunities: Six Senses can be available in economic and more accessible destinations with some price compromising where the Holiday Inn can offer its existing offerings to the middle and high-end customers in the ongoing economic downturn. At the same time, Six Senses can go with partnership for having a quick access to wider destination where they can use their high-end customer dealing experience and similar opportunities are addressed for Holiday Inn as this brand can go for partnership with high-end hospitality brand to expand its market.
Threats: The ongoing economic downturn due to global geopolitical unrest and the impact of Covid-19 pandemic can hamper the expected return on business of Six senses where similar kind of impact can be faced by Holiday Inn because the economic downturn impacted the current customer segment of Holiday Inn that can reduce their profitability. Besides this, the ongoing economic downturn can also impact on the planning for further business expansion and growth of Six senses and due to same reason the operating cost of huge number of properties of Holiday Inn can be an additional burden for them.

The important factor to address is that compared to the strengths of these two brands it can find that the aim and objectives of these brands are completely different from each other as it can find that the average room rent of Six Senses is between $919 (IHG Hotels and Resorts, 2022). In contrast, it can find that the average room rent of Holiday Inn hotels is between $55 (IHG Hotels and Resorts, 2022). Compaering the weaknesses, it can find that Holiday Inn is in better position. 
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Figure 2: Comparing the social media marketing activities between Six Senses and Holiday Inn  (   Simmilarweb , 2023a)
It can find from figure 2 that the presence of Holiday Inn in social media is stronger than Six Senses and its indicates the marketing presence of Holiday Inn is stronger. So, it can mention through the comparative analysis of these two brands that Holiday Inn is in a better position compared to Six Senses. 

Marketing mix of Six Senses and Holiday Inn can provide an in-depth understanding about the comparative marketing approach of these two brands as analysed below-
Product: Six Senses offer high-end services that ensures uniqueness and luxury while customers avail their services. Six Senses (2019) mentioned that Six Senses is a premium hospitality brand that competes in a luxury market segment along with its competitions. On the other hand, Holiday Inn completely offers opposite service as its main target customers are middle class people. IHG Hotels and Resorts (2022) mentioned that Holiday Inn was recognised as the “Leading Budget Hotel Brand” at the 2022 World Travel Awards. 
Price: In terms of pricing these two brands followed opposite strategies as the Six Senses applied premium pricing strategy where economy pricing strategy was applied by Holiday Inn. It can find that there is a huge difference between the pricing of rooms as the average room price of Six senses is $919 where it is only $55 for Holiday Inn (IHG Hotels and Resorts, 2022).
Place: Holiday Inn hotel is widely available in more than 6000 destinations and more than 100 countries where the establishments of Six Senses hotel is limited to selected destinations and the brand is focused on choosing the prime locations. As a result, it can find that Holiday Inn can reach out more customers compared to Six Senses. 
Promotion: Both of the brands use similar promotional strategies as both of the brands use digital and social media platform to facilitate its promotional activities. For example, it can find that the Six Senses website received over 200,000 visits in March 2021 while Holiday Inn website received over 5 million visits in the same period (SimilarWeb, 2023). 
People: Six Senses focuses on employing high skilled and experienced employees to ensure high quality customer service to its customer where the brand is also well recognised by its staffs as a good employer. For example, the Six Senses rated 4 out of 5 as employer in Glassdoor where Holiday Inn was rated 3.2 out of 5 (Glassdoor, 2023). 
Process: Both of the brands have developed efficient process to ensure smooth operation and to provide quality customer experience. But the important factor to address is that the process of Six Senses is comparatively smoother to facilitate luxurious guest experience where Holiday Inn’s process is more focused on providing quality services at affordable price. 
Physical evidence: The facilities and amenities of Six Senses Hotel is more sophisticated to provide a personalised service where in terms of Holiday Inn, the facilities and establishments are modernised and standardised. As a result, it can find that it is possible for Six Senses to focus on using eco-friendlier and renewable energy options that require significant investments. 

Now, the segmentation targeting and positioning of the two brands can be compared where it can find that Six Senses Hotel and Holiday Inn have chosen different segments. In terms of Six Senses, it can address that the brand segmented its markets using the demographic segmentation and used the income and age. It can also find that the brand targets the higher- middle and higher income class who can play premium price for the hospitality service (Batra, 2015). At the same time, it can find that Six Senses’ main target customers are from the younger age groups where Holiday Inn approached the adult and older ager groups (SimilarWeb, 2023c). 
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Figure 3: Age distribution of customers of the two brands (SimilarWeb, 2023c)
Comparing the average room rent of these two brand it can identify that the Six Senses belongs to the premium segment (SimilarWeb, 2023a). On the other Holiday Inn belongs to the budget category price segment that represents the middle-income class can afford reasonable price. So, the assumption is right that these two hospitality brands follow different marketing strategy and approach. 
In terms of brand positioning, it can find that these two brands followed different strategies. In terms of Six Senses; it can address that the brand implemented the focused differentiation strategy as the brand offers premium price as well as unique hospitality experience that ensures high perceived value to its high-end customers (Pakpahan et al., 2022). As a result, it can find that they are identified as boutique hotel brand in the hospitality industry.
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Figure 4: Bowman’s Strategic Clock model (Chauke, 2021)
On the other hand, in terms of Holiday Inn, it can address that the brand targeted the middle and higher middle income class people where the low pricing strategy complements this approach. At lower price, the brand tries to offer moderate value to its customers to ensure highest customer satisfaction (Pantelidis, 2016). As a result, it can find that they are recognised as “Leading Budget Hotel Brand” at the 2022 World Travel Awards.

Finally, it can be concluded that the two multinational hospitality brand- Six Senses and Holiday Inn apply different marketing strategy while one brand serves the high-end customers and other serves middle-income customers. As a result, it can find that there are few similarities and more differences are addressed while comparing their marketing approach and strategies using the situational analysis. In terms of marketing mix analysis, it has addressed that at each aspect the brands were differing from each other. It can recommend that considering the current economic downturn both of the brands should bring some changes in its marketing and business strategies. 
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